Introduction
The concept of consumer ethnocentrism was defined for the first time by two American scientists T.A. Shimpa and S. Sharma and it mainly concerned decisions related to the selection, purchase and use by buyers of domestic products (Shimp & Sharma, 1987 ). This behavior was described as the "overestimation" of products of native origin, a reduction in the value of imported products and the abandonment of their purchase. This behavior is also identified with the preference for both domestic products as well as regional and local products (Sharma, Shimp, 1987, p. 280-289) . The problems of ethnocentric behavior in Poland were only interested after the fall of communism in 1898, when consumers, as a result of marketization of the economy, gained the freedom to choose products and services according to their individual preferences (Kowalczyk, 2016) . Research in this period showed that the ethnocentric attitude among Polish buyers was low. Consumers then preferred foreign products, which was a consequence of a lack of confidence in goods produced in the country, which were perceived as weaker in quality compared to imported products. Over time, the ethnocentric orientation grew stronger, especially in the context of agri-food goods (Figiel, 2004) . The aim of the article is to assess the level of ethnocentric shopping behavior in the context of buying food products among Polish consumers (Angowski & Lipowski, 2014; Szromnik & Wolanin-Jarosz, 2014) .
Materials and Methods
In order to check the level of consumer ethnocentrism, a survey was conducted among Polish consumers. The research method was a specially prepared online questionnaire, containing questions about the issue of consumer behavior in the context of purchasing food products. The selection of the participants of the online survey was random, covering Polish consumers in all ages. The questionnaire consisted of two parts. The first part contained questions about the shopping behavior of Polish consumers of food products. In the first part of the questionnaire respondents were asked to indicate the brand they would choose more willingly during shopping (from a pair of food brands). The second part contained questions allowing the general character of the respondents due to income, place of confusion, age and gender. The source of secondary information was the CBOS marketing research agency.
Results
In the category of fruit juices, consumers have declared that during shopping they would prefer Tymbark (Polish brand) -87,3%, while the foreign brand Cappy would choose 12.7% of the respondents. In the case of yoghurts, with the choice of the Polish Bakoma brand and the foreign Donone, most consumers (57.3%) would choose Donone. The foreign brand would also be chosen by the buyer in the case of ice cream desserts: Algida (foreign brand) -56.4%, Koral (Polish brand) -43.6%. Fig. 1, 2, 3 . Answer the question: Please, specify the brand you would like to buy during shopping? Source: Author's study. The most important criteria for consumers when buying products for everyday use is price (81%) and quality (76%). The Polish origin of the product ranks third in this respect -almost half of Poles (46%) indicate it (Centrum Badania Opinii Społecznej, 2017) .
Discussion
The conducted research allowed to assess the ethnocentric behavior of buyers in the context of purchasing food products. Analyzing respondents' answers it can be concluded that the level of consumer ethnocentrism in the case of purchasing food products is noticeable. The Polish origin of the product ranks third in consumer purchasing factors -almost half of Poles (46%) indicate it (Centrum Badania Opinii Społecznej, 2017) . This is very important information, because even in the 80s and 90s of the last century, consumer ethnocentrism among Polish consumers was at a low level (Angowski & Lipowski, 2014) . Generally, it can be concluded that buyers prefer Polish brands, especially in the fruit juice category, foreign brands in the case of ice cream desserts and yogurts. 
